Attitude toward advertising has been widely researched in the last few decades. Its ubiquitous effect on the advertising industry manifests itself in the domain of consumer purchasing behavior and in the freedom of the industry in placing its messages in media outlets. Although the relationship of demographic variables with attitude toward advertising has been explored in past research, psychographic variables have not been looked at in the context ot their effect on the construct. This article studies the individual-difference antecedents of attitude toward advertising. In addition to the traditional demographic variables, psychographic antecedents are suggested based on past theory.
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ADVERTISING IS AN INTEGRAL ELEMENT of modern
life. In spite of its rapid growth in recent years (Shavitt, Lowrey, and Haefner, 1998) , the advertising industry has been concerned with improving its tarnished public image (Mittal, 1994) . Attitude toward advertising has been extensively researched (O'Donohoe, 1995) since the first comprehensive published academic work by Bauer and Greyser (1968) . Researchers from the advertising industry as well as from academia have been interested in the effect of attitude toward advertising on the effectiveness of advertising (Greyser, 1972) , attitude toward the advertisement (Bartos and Dunn, 1974; Bauer and Greyser, 1968) , and brand attitude (Lutz, 1985; MacKenzie and Lutz, 1989; MacKenzie, Lutz, and Belch, 1986; Muehling, 1987; Shimp, 1981; Thorson, 1981) . Ultimately, these researchers have pointed out that consumer purchasing behavior is affected by attitude toward advertising (Bush, Smith, and Martin, 1999) . Specifically of interest to advertising scholars is the observation that consumers' attitudes toward advertising in general affect their attitudes toward individual advertisements (Lutz, 1985) . This linkage between overall attitude toward advertising and the attitude toward a single advertisement is important, given the pivotal role of the attitude toward the advertising construct in the advertising effects and advertising evaluation literature.
In addition to studying how individual audience members will respond to a particular advertisement based on their attitude toward advertising, researchers have also been interested in public attitude toward advertising because of its implications for public policy initiatives (Calfee and Ringold, 1988; Pollay and Mittal, 1993; Rotzoll, Haefner, and Sandage, 1986; Wills and Ryans, 1982) . Policy makers have been especially concerned about the negative social effects of advertising (Pollay and Mittal, 1993; Rotzoll, Haefner, and Sandage, 1986; Wills and Ryans, 1982) . Advertising has been criticized for presenting misleading information, promoting undesirable values, and persuading people to buy things they do not need (Katona, 1964; Pollay, 1986; Pollay and Mittal, 1993) . Therefore, it is critical for advertising scholars to follow the public opinion about advertising because of its impact on advertisingrelated regulatory policies (Wills and Ryans, 1982) .
Attitude toward advertising has been extensively investigated in the adult population (Anderson, Engledow, and Becker, 1978; Bartos and Dunn, 1974; Bauer and Greyser, 1968; Greyser and Bauer, 1966; Mittal, 1994; Shavitt, Lowrey, and Haefner, 1998; Wills and Ryans, 1982) . The emphasis here has been on the measurement of the general public opinion surrounding advertising (Bartos and Dunn, 1974; Bauer and Greyser, 1968; Shavitt, Lowrey, and Haefner, 1998; Wills and Ryans, 1982) . Although the measurement of attitude toward advertising in the overall population is worthwhile for academic purposes, it does not provide strategic solutions for advertisers. To strategically target the appropriate segment based on its attitude toward advertising, advertisers need to study the demographic and psychographic correlates of the construct. Strategic targeting is especially important in the choice of advertising as a communicative platform when targeting groups that hold strong attitudes toward advertising.
Clearly, there is a sore need for segmentation-based research on the descriptive profiles of the different groups that hold different attitudes toward advertising. The purpose of this research is to fill that void by drawing a descriptive narrative of the individual that uses advertising for consumption-related decision making and the individual that supports its regulation based on a nationally representative sample. The two dimensions of informational utility and regulation based on negative social effects form the fundamental rungs of attitude toward advertising (Bauer and Greyser, 1968; Greyser, 1972) . The use of a nationally representative sample seeks to fulfill the current need for research on advertising attitude based on large and projectable national samples (Mittal, 1994; Shavitt, Lowrey, and Haefner, 1998) . Based on the findings, implications are drawn for media planners and advertising message developers. Suggestions are laid out about the different strategies that might be used for communicating to different groups of audiences based on their beliefs and attitudes around advertising.
THEORETICAL BACKGROUND
In 1968, Bauer and Greyser (1968) measured public opinion about advertising through personal interviews with a large, national probability sample. In this seminal scholarship about attitude toward advertising, the authors observed that most respondents felt advertising was a necessary element of society. More respondents held favorable attitudes than unfavorable attitudes. Since Bauer and Greyser's work on attitude toward advertising, many researchers have studied the construct in the past four decades (Zanot, 1981 (Zanot, , 1984 . These studies have employed a wide variety of data-collection methods and have used a plethora of samples (Shavitt, Lowrey, and Haefner, 1998) . While the 1960s witnessed mixed feelings about advertising, the 1970s showed a turn toward negative advertising attitudes. In the 1980s and 1990s, respondents echoed the findings from the 1970s, demonstrating a rather unfavorable predisposition toward advertising. Based on the widespread negative attitudes toward advertising, Mittal (1994) concluded, "The emergent picture is really one of 'advertising in crisis. '" Lutz (1985) defined attitude toward advertising as a "learned predisposition to respond in the consistently favorable or unfavorable manner to advertising in general." The construct has been measured in different ways ranging from overall attitudinal responses of favorability or unfavorability to the measurement of underlying belief items related to social and economic aspects of advertising (Bauer and Greyser, 1968; Mehta, 1998) . Recent research has used thought listing to measure the response of consumers to advertising. Other researchers have used qualitative tools such as the Zaltman metaphor elicitation technique to extensively explore and probe respondents' thoughts and feelings through in-depth, personal interviews (Coulter, Zaltman, and Coulter, 2001 ).
Traditionally, measurement of the overall attitude toward advertising has been accompanied by research on the underlying beliefs associated with different aspects of attitude toward advertising. The fundamental notion here is that attitude toward advertising consists of multiple dimensions (Bauer and Greyser, 1968; Durand and Lambert, 1985; Mehta, 1998; Reid and Soley, 1982; Soley and Reid, 1983) . These different aspects include the informative value of advertising (Barksdale and Darden, 1972; Durand and Lambert, 1985; Haller, 1974; Muehling, 1987) , advertising's economic impact (Pollay and Mittal, 1993) , aesthetic enjoyment of advertising (Russell and Lane, 1993) , poor taste and sex in advertising (Larkin, 1977) , and the regulation of advertising (Durand and Lambert, 1985; Shavitt, Lowrey, and Haefner, 1998) . Many researchers have used a combination of these items to measure attitude toward advertising (see for instance Mehta, 1998; Shavitt, Lowrey, and Haefner, 1998) .
Of special interest to advertisers are the two underlying dimensions of attitudes related to the informational utility of advertising and the attitudes toward its regulation (Bartos and Dunn, 1974; Bauer and Greyser, 1968; Greyser, 1972; Wright and Mertes, 1974) . Reflecting the classic debate introduced by Bauer and Greyser (1968) about the economic and social aspects of advertising, it is critical to study these undercurrents that often work in opposite directions in the legitimization of advertising as a social institution. While on one hand, the information value of advertising fundamentally supports the existence of the advertising industry based on the classical economic argument that the crux of advertising is its ability to inform consumers (Bauer and Greyser, 1968; Becker and Murphy, 1993) , on the other hand, regulatory practices related to advertising seek to limit the scope of what advertisers can do based on its negative social and cultural influences, especially in the context of vulnerable populations (Bartos and Dunn, 1974; Bauer and Greyser, 1968; Becker and Murphy 1993; Pollay and Mittal, 1993) . This study will specifically deal with these two critical aspects of attitude toward advertising based on the tensions they create in the justification of advertising and the determination of its value.
As many of the studies reviewed here demonstrate, advertising scholars have typically treated attitude toward advertising as reflective of the attitude of the overall population. However, some studies have looked at the demographic correlates of attitude toward advertising (Bush, Smith, and Martin, 1999; Shavitt, Lowrey, and Haefner, 1998) . Shavitt, Lowrey, and Haefner (1998) studied demographic variables in the context of attitude toward advertising. These researchers observed that men are more likely than women to have a positive attitude toward advertising (Shavitt, Lowrey, and Haefner, 1998) . They are less offended by advertising and are less inclined to regulate it. Women are more likely than men to feel that the government should play a pivotal role in regulating the content of advertising (Shavitt, Lowrey, and Haefner, 1998) . This result may be explained by the fact that women tend to be more relationshiporiented, feel more responsible about personal and social health, and worry about social good more than men do (Dutta and Youn, 1999) . It is more socially desirable for women to care for the good of others than it is for men, motivating them to support advertising regulation. Men also report being more comfortable purchasing items in response to direct-response advertising (Shavitt, Lowrey, and Haefner, 1998) .
Age had a significant impact on attitude toward advertising (Shavitt, Lowrey, and Haefner, 1998) . Younger respondents were more likely than older respondents to have a positive attitude toward advertising. These respondents are less offended by advertising, feel less insulted by advertising, and are less often misled by advertising (Shavitt, Lowrey, and Haefner, 1998) . Older adults, on the other hand, are more likely to support the regulation of advertising than younger consumers (Shavitt, Lowrey, and Haefner, 1998) . The findings of Shavitt, Lowrey, and Haefner (1998) were supported by research conducted by Alwitt and Prabhakar (1992) , demonstrating the negative attitude toward advertising of older respondents.
Both education and income have been historically found to have significant relationships with attitudes toward economic and social aspects of advertising. Less educated consumers are more likely to enjoy advertising and rely on advertising in making purchasing decisions compared to their more educated counterparts (Shavitt, Lowrey, and Haefner, 1998) . Consumers with lower income show similar patterns, being less offended by advertising (Shavitt, Lowrey, and Haefner, 1998) . Wealthier consumers, on the other hand, are more likely to dislike advertising (Alwitt and Prabhakar, 1992) .
Although demographic variables have received some exposure in the context of attitude toward advertising, the literature review reveals lack of research on the effects of psychographic variables on attitude toward advertising. Factors that are related to activities, interests, and opinions of consumers are typically clustered together under the title of psychographic factors (Townsend, 1987) . In traditional consumer research, psychographic variables have been found to exert significant influences on different consumption activities (Townsend, 1987) . In fact, marketers have argued that activities, interests, and opinions are often more effective than demographics in understanding consumer behavior (Dutta and Youn, 1999; Townsend, 1987; Wolberg and Pokrywczynski, 2001 ). In addition to explaining additional variance in consumer behavior, psychographic variables assist the creative staff in advertising agencies in the development of appropriate creative strategies based on the profile of the specific consumer segment (Dutta and Youn, 1999; Dutta-Bergman and Wells, 2002; Wolberg and Pokrywczynski, 2001 ). Such variables narrate the story of the audience member, constructing a descriptive profile. Strategic message production becomes simplified in the presence of a well-defined psychographic profile. The psychographic variables included here are health consciousness, environmental consciousness, community involvement, trust, opinion leadership, innovativeness, price consciousness, product consciousness, brand consciousness, fashion consciousness, and gender conservatism.
METHOD Data
The annual consumer survey sponsored by DDB Needham, Inc. was used for this study. The respondents represent a subsample of consumers maintained by Market Facts. Actual distributions within the nine census divisions of household income, population density, panel member's age, and household size served as guidelines for drawing the sample (DuttaBergman and Wells, 2002) . The DDB Needham Life Style surveys have been used in multiple studies (see, for instance, Dutta and Youn, 1999; Dutta-Bergman and Wells, 2002) and have been validated against the General Social Survey and Roper Poll (Putnam and Yonish, 1999) . Five thousand questionnaires were mailed to the panel members in the spring of 1998. A total response of 3,350 was received and served as the database of the study. The response rate was 67 percent, which is acceptable for a consumer panel mailing. The data were collected through 48 states (omitting Alaska and Hawaii). Respondents in the database varied in ages from 18 to 91. The mean age was 47 with a standard deviation of 16 years. The sample was comprised of 1,475 males and 1,875 females.
Measures
Age was measured by a single item that simply asked the respondent to report his/her exact age in number of years. Respondents reported their gender on a single-item dichotomous variable that asked them whether they were male or female. Education was measured by a single item, "education level of respondent." The scale ranged from 1 to 7, with 1 = "attended elementary," 2 = "graduated from elementary," 3 = "attended high school," 4 = "graduated high/trade school," 5 = "attended college," 6 = "graduated college," and 7 = "post-graduate school." Income was measured by a single item "household income of respondent." The responses were measured on a 1 to 21 scale.
The psychographic items used in this study came from the first section of the Life Styles questionnaire that assesses attitudes, interests, and opinions (AIO). In all, 220 items appear in this section, and they were measured by a 6-point scale ranging from "definitely disagree" to "definitely agree." From this pool of items, those that reflect the underlying dimensions of attitude toward advertising were identified. One item represented the informational utility of advertising construct while four items were found to represent the regulation of advertising construct. The item "information from advertising helps me make better buying decisions" measured informational utility of advertising. Regulatory attitude toward advertising was measured by the items "advertisements on alcohol should not be aired," "too much emphasis in sex in television ads," and "advertisements to kids should be taken off television."
The constructs related to Lifestyle were "product consciousness," "price consciousness," "brand consciousness," "fashion consciousness," "religiosity," "conservatism," "community involvement," "opinion leadership," "environmental consciousness," "health consciousness," "gender conservatism," "innovativeness," and "trust." Demographic factors included age, gender, education, and income.
Factor analysis
A single item measured the informational utility of advertising. For data reduction, the three items reflecting support for advertising regulation were factor analyzed using Principal Components, with a Varimax rotation. This analysis yielded a single factor that accounted for 52.56 percent of the variance, with factor loading ranging from .53 to .76 (see Table 1 ). This factor achieved a Cronbach's alpha of .55. Aggregated scores were used for analysis.
Items representing each construct potentially related to attitude toward advertising were subjected to Principle Components factor analyses with Varimax rotations (see Table 1 ). Cronbach's alpha was calculated for each factor.
These 13 Lifestyle factors, along with the four demographic factors, were treated as independent variables to explain their relationship with advertising utility and advertising pro-censorship attitudes. For subsequent analysis, individual items were aggregated for each factor, with higher scores indicating greater agreement for each construct.
Regression
To examine the effect of demographic and Lifestyle factors on advertising censorship, a hierarchical multiple regression was used. A total of 17 independent variables, grouped in two separate blocks were included in the analysis. Demographic variables (age, gender, income, and education) were entered in the first block. Psychographic variables were entered in the second block. Two separate regressions were conducted for the informational utility of advertising and the support for advertising regulation constructs.
RESULTS
Overall, the variables included in the analysis accounted for 15.3 percent of the total variance in advertising utility and 26.1 percent of the variance in attitude toward advertising regulation. The results of this analysis indicate that both demographic and lifestyle factors contribute to the attitude toward advertising, impacting both Used a toll-free number to get information about a product or service .85
Mailed away for a free informational or educational brochure .82
Returned an unsatisfactory product .66
Price consciousness 3 .75
Used a "price-off" coupon at a drug store or discount store .87
Used a "price-off" coupon at a grocery store .85
Sent in for a manufacturer's rebate .74
Trust

.35
Most big companies are just out for themselves, (r) .67
An honest man cannot get elected to high office, (r) .67
Religiosity
Religion is an important part of my life
Dependent variable: Attitude toward advertising regulation 3 .55
There is too much emphasis on sex in television advertisements.
.76
Advertisements for alcohol should not be aired. .75
Advertisements directed at kids should be taken off TV. .66
Dependent variable: Advertising utility
Information from advertising helps make better buying decisions.
Note: (r) = reverse coded
the informational value of advertising and cisions, demographic factors accounted for making value of advertising, the effect of the support for its censorship (see Tahle 2).
1.6 percent of the variance. While age, gender was not significant. The nomologIn the context of the informative value income, and education had significant imical network was supported in the doof advertising in making consumption depact on attitude toward the decisionmain of age, pointing out that age had a advertising (/3 = .07, p < .001). In other information from advertising helps them Supporting the nomological network, words, older people tended to rely more make better buying decisions. Also supconsumer trust was positively associated on advertising for consumption decisions porting the findings of previous research, with the importance laid on advertising than younger people did. income had a negative effect on the inforinformation in decision making {/3 = .07, Education had a negative effect on the mational utility of advertising (/3 = -.07, p < .05). Those consumers who had a decision-making value of advertising O = p < .001). The relationship between gengreater level of trust were more likely to -.06, p < .005), supporting the findings der and advertising utility was nonsignifuse advertising-based information. While from earlier research. Less-educated indiicant, not supporting the recent findings gender role conservatism had a signifi-cantly positive effect on decision making based on advertising (/? = .11, p < .001), the effects of conservatism and religiosity were nonsignificant. Finally, the effects of opinion leadership and fashion consciousness were nonsignificant.
The other dependent variable used in this study was consumer support for advertising regulation. Demographic factors accounted for 6.3 percent of the variance in attitude toward the regulation of advertising. All four of the demographic variables-age, gender, income, and education-had significant impacts on attitude toward advertising censorship. Gender was the strongest predictor of advertising censorship, suggesting that won-ien supported regulation of advertising more than men did {fi = .18, p < .001). The effect of gender on regulatory attitude supports findings from earlier research. Also, age had a positive effect on attitude toward the censorship of advertising (/3 = .14, p < .001). Older consumers were more likely to support the regulation of advertising than younger consumers.
Education had a negative effect on the support for advertising regulation (/8 = -.05, p < .01). More educated consumers were less likely to opine that advertising for beer and wine and advertising directed toward children should be taken off TV than their less educated counterparts. Similarly, income had a negative effect on support for the regulation of advertising (/S = -.06, p < .01).
Psychographic variables accounted for an additional 19.8 percent of the variance in attitude toward advertising regulation. Conservatism was clearly the strongest predictor of support for regulation. In support of the nomological network, conservatism was positively associated with support for advertising regulation (yS = .22, p < .001). Further supporting the extant literature on advertising regulation. religiosity was a positive predictor of regulatory support (13 = .15, p < .001). Also, gender role conservatism had a significantly positive effect on pro-censorship attitudes (fi = .05, p < .01). Consumers who were conservative about gender roles were more likely to support the regulation of advertising than those individuals who were less conservative.
Health consciousness, once again, emerged as a strong predictor, with healthy eating having a positive impact on regulatory attitudes (/8 = .12, p < .001). Individuals who eat healthy are more likely to support the regulation of advertising than those who do not eat healthy. Environmental consciousness (/3 = .14, p < .001) was yet another psychographic construct that had a strong effect on attitude toward the regulation of advertising. Community involvement, however, was not associated with regulatory support.
Trust (P = -.19, p < .001) was negatively associated with support for regulation. Those individuals that had lesser trust in the system were more likely to hold pro-censorship attitudes. Consumer innovativeness was a negative predictor of attitude toward regulation (/3 = -.10, p < .001). Fashion consciousness and brand consciousness had no significant impact on support for advertising censorship. The effects of price consciousness and product consciousness on regulatory attitude were also nonsignificant. Opinion leadership was yet another construct that had nonsignificant effects in the context of attitude toward regulation.
DISCUSSION
The results of this article provide interesting and useful guidelines for both academics and practitioners interested in the study of attitude toward advertising. Two fundamental dimensions, informational utility and regulatory support, are explored in detail here, and it is observed that both of these elements are linked with a plethora of psychographic variables. In fact, these psychographic variables explain a great deal of variance above and beyond the demographic variables introduced into the study framework based on existing research.
Age was positively related with consumer reliance on advertising information for decision making. Although older consumers were more likely to seek out information from advertising to make purchasing decisions, they were also more likely to support the regulation of advertising. Indeed the two dimensions underlying attitude toward advertising demonstrate opposite responses in the context of age and need to be further explored in the context of their impact on an overall attitude toward advertising. Perhaps this dichotomy can be explained by the much researched third-person effect based on the notion that individuals who consume a particular media content (such as advertising) are also worried about its impact on vulnerable others. Marketers targeting the older consumer segment may focus on argument strength and information quality of the message, given the reliance of this segment on the information content of advertising for consumption decisions. Perhaps functional appeals would be most effective with this group given their utilitarian orientation.
While gender had no impact on the role of advertising in buying decisions, it had a positive effect on attitude toward the regulation of advertising. Supporting the findings of past research, women were indeed more likely to support the censorship of advertising than men. Advertising practitioners who worry about the impact of public opinion on advertising-related policy perhaps need to target women with persuasive messages on the positive role of advertising. Advertisers targeting women need to pay special attention to the sexual and violent content of the advertising messages.
While less educated consumers were more likely to use advertising information for decision making, they were also more likely to support the regulation of advertising content. Therefore, similar to the findings in the context of age, education's effect on the overall attitude toward advertising is a product of factors that flow in opposite directions, making it interesting to study the overall attitude toward advertising in the context of these constitutive factors. Perhaps a higher level of education exposes an individual to freedom of expression issues. Congruent effects are also observed in the domain of income such that consumers with lower incomes are more likely to use information from advertising and support its censorship. Advertising, therefore, is a strong promotional tool for marketers targeting less educated and lower income groups.
The consumer that relies on advertising for buying decisions is health conscious. He or she cares about what he or she eats and perhaps relies on advertising to make some of these healthy decisions. Advertising then is a successful promotional mechanism for health foods, and advertisers of health foods should pay special attention to the information content of their advertisements. On the other hand, social marketers trying to change the eating habits of unhealthy eaters should think about innovative platforms for sending out the message instead of relying on advertising. Advertisements promoting healthy eating will probably not work in this scenario because the unhealthy eating consumers do not make their consumption decisions based on advertising. The healthy eater also supports the regulation of advertising, once again lending some support to the third-person theory. Future research may explore the relationship between other health conscious activities and the support for advertising censorship.
Innovativeness was positively associated with consumer usage of advertising information for buying decisions. In other words, innovative consumers were more likely to use advertising than those consumers who were not innovative. Advertising is indeed an effective channel for the communication of information about new products. Innovators use the information presented in advertisements to learn about new products and services. This positive linkage between innovativeness and advertising highlights the functional role of advertising as a medium for communicating product information. Advertising can be harvested as an introductory channel for diffusion of innovations. Future research needs to further explore the relationship between innovativeness and advertising utility in other cultures. The negative attitude of innovators toward regulation of advertising can perhaps be explained by the dependence of this group on advertising to gain information about products.
Brand consciousness had a positive influence on the informative value ascribed to advertising in consumer purchase decisions. It may be argued that advertisements provide an effective mechanism for reinforcing the consumption choices of the brand conscious shopper because he or she relies on advertising information. Conservatism had the strongest effect on support for advertising regulation. Conservative individuals are more likely to support the censorship of advertising. Also in support of earlier research, gender role conservatism was positively associated with regulatory support. Juxtaposed with the finding that gender role conservatism was positively related to the informational utility of advertising, this observation provides further support for third-person theory. In other words, conservative consumers used advertising for decision making and were more likely to support its regulation based on its potential harmful effect on vulnerable populations. Future research needs to test the role of conservatism in the domain of third-person effect.
Environmental consciousness was also positively associated with pro-regulatory attitude. Perhaps the strong sense of social responsibility that motivates consumers' willingness to censor manifests in his or her attitude toward other socially relevant issues such as the environment. Environmentally conscious consumers are also more likely to use advertising information to make product decisions. Marketers of green products can use advertising to convey information to their target audience. Given the openness of green consumers to advertising information, an environmentally sensitive advertising strategy may be effective in persuading this group. The use of advertising by environmentally conscious consumers and their support for advertising regulation further support the theoretical articulations of third-person effect.
The strong negative relationship between trust and support for censorship supports results from earlier research. Trust also positively impacted advertising utility.
To influence public opinion about the regulation of advertising, advertisers need to increase the trust of advertising among consumers.
To influence public opinion about the regulation of advertising, advertisers need to increase the trust of advertising among consumers. An increasing level of trust in the system also led to an increase in the use of advertising information for consumer decision making.
Although the results presented here provide exploratory insight into the lifestyle factors associated with the two dimensions of attitude toward advertising, it is critical to discuss the limitations of this research. Because of the use of a secondary data source, the measures of the derived factors are not necessarily comprehensive measures of the constructs. Also, the article only taps into two aspects of attitude toward advertising. Additional research needs to be done in measuring the psychographic correlates of the overall attitude toward advertising and the different underlying dimensions beyond the social and economic aspects.
It is also important to point out that the indices used in this study suffer from the problem of having low internal reliabilities. The mailback panel used in the study suffers from problems of attrition and panel bias. Also, the amount of variance accounted for in this study is not that high. Although acceptable in social science research, this limited amount of variance explained may be attributed to measurement problems. Finally, the use of an American sample that is predominantly White limits the generalizability of the study results. Future research needs to extrapolate the research findings to other cultural domains. The research conducted here raises important questions for future scholarship. How are the psychographic variables related to the demographic variables of the model? What underlying constructs capture the linkages among the psychographic variables? Theory-based models can be further tested in future research through structural equation modeling, 
